
 
 

97 
 

DAFTAR PUSTAKA 

Anas, M. Y. A., & Senjani, N. (2023). Emosional Konsumen Sebagai Intervening 
Pengaruh Konten Pemasaran, Electronic Word Of Mouth, dan Pada Niat 
Beli Di Aplikasi Tiktok. Dialektika : Jurnal Ekonomi dan Ilmu Sosial, 
8(2), 332–349. https://doi.org/10.36636/dialektika.v8i2.3500 

Andrea, A. S., & Keni, K. (2021). Pengaruh Electronic Word of Mouth (eWOM), 
Celebrity Endorser, dan Online Advertising terhadap Brand Awareness. 
Jurnal Manajemen Bisnis dan Kewirausahaan, 5(5), 464. 
https://doi.org/10.24912/jmbk.v5i5.13286 

Azizah, L., & Gunawan, J. (2022). Pengaruh Pemasaran Media Sosial TikTok 
terhadap Kesadaran Merek dan Minat Beli Produk Kosmetik di Indonesia. 

Balqis, P., Dharta, F. Y., & Oxcygentri, O. (2024). Pengaruh e-WOM
 terhadap Minat Beli Produk Kecantikan  (Studi
 Camille Beauty). Da’watuna: Journal of Communication and 
Islamic Broadcasting. 10.47476/dawatuna.v4i2.4856 

Chrisniyanti, A., & Fah, C. T. (2022). THE IMPACT OF SOCIAL MEDIA 
MARKETING ON PURCHASE INTENTION OF SKINCARE 
PRODUCTS AMONG INDONESIAN YOUNG ADULTS. EURASIAN 
JOURNAL OF SOCIAL SCIENCES, 10(2), 68–90. 
https://doi.org/10.15604/ejss.2022.10.02.001 

Data Loka. (2025). Data pengguna tiktok terbesar. Indonesia Jadi Negara 
Pengguna TikTok Terbanyak di Dunia 2025. 
https://dataloka.id/humaniora/4424/indonesia-jadi-negara-pengguna-
tiktok-terbanyak-di-dunia-2025/ 

Dilham, A., Sofiyah, F. R., & Muda, I. (2018). THE INTERNET MARKETING 
EFFECT ON THE CUSTOMER LOYALTY LEVEL WITH BRAND 
AWARENESS AS INTERVENING VARIABLES. 

Dindasari, M. A., & Sukawati, T. G. R. (2022). PERAN BRAND AWARENESS 
MEMEDIASI SOCIAL MEDIA MARKETING TERHADAP NIAT BELI 
SEPATU NIKE DI KOTA DENPASAR. E-Jurnal Manajemen 
Universitas Udayana, 11(10), 1792. 
https://doi.org/10.24843/EJMUNUD.2022.v11.i10.p03 

GoodStas. (2025a). 10 Brand Skincare Terlaris di Shopee Indonesia 2025. 10 
Brand Skincare Terlaris di Shopee Indonesia 2025, Mana Favoritmu. 
https://data.goodstats.id/statistic/10-brand-skincare-terlaris-di-shopee-
indonesia-2025-mana-favoritmu-9jroA#google_vignette 

GoodStas. (2025b). Produk Kecantikan Jadi FMCG Paling Untung di e-
Commerce Indonesia 2025. Produk Kecantikan Jadi FMCG Paling 
Untung di e-Commerce Indonesia 2025. 
https://data.goodstats.id/statistic/produk-kecantikan-jadi-fmcg-paling-
untung-di-e-commerce-indonesia-2025-7eXhz 

GoodStats. (2024). Trend Kecantikan Dorong lonjakan Notifikasi Kosmetik 
Indonesia. Trend Kecantikan Dorong Lonjakan Notifikasi Kosmetik 
Indonesia. https://data.goodstats.id/statistic/tren-kecantikan-dorong-
lonjakan-notifikasi-kosmetik-indonesia-g3FUS#goog_rewarded  



97 
 

 
 

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2022). A Primer on 
Partial Least Squares Structural Equation Modeling (PLS-SEM) (3rd 
Edition). SAGE Publications. 

Jannah, A. H., & Izaak, W. C. (2025). THE ROLE OF BRAND AWARENESS IN 
MEDIATING THE RELATIONSHIP BETWEEN CONTENT MARKETING 
AND ELECTRONIC WORD OF MOUTH (E-WOM) ON PURCHASE 
INTENTION OF TENUE DE ATTIRE PRODUCTS. 8(3). 

Jatmiko, N. S. (2022). Strategi Pemasaran Ideal di Era Digital untuk 
Meningkatkan Penjualan Produk UMKM. PLAKAT : Jurnal Pelayanan 
Kepada Masyarakat, 4(2), 253. https://doi.org/10.30872/plakat.v4i2.8955 

KOL.ID. (2025). KOL.ID REPORT: Berapa Banyak Kol Beauty TikTok di 
Indonesia. KOL.ID REPORT: Berapa Banyak Kol Beuty TikTok di 
Indonesia. https://kol.id/blog/kol-id-report-berapa-banyak-kol-beauty-
tiktok-di-indonesia 

Krisdanu, C. A. & Kiranastari Asoka Sumantri. (2023). TikTok sebagai Media 
Pemasaran Digital di Indonesia. JURNAL LENSA MUTIARA 
KOMUNIKASI, 7(2), 24–36. https://doi.org/10.51544/jlmk.v7i2.4173 

Kusuma, R. A., & Ph, Y. S. (2014). ANALISIS PENGARUH CITRA MEREK DAN 
KESADARAN MEREK TERHADAP EKUITAS MEREK MELALUI 
LOYALITAS MEREK SEBAGAI VARIABEL INTERVENING. 

Larasati, F., PUSPITARINI, I., AZIZ, A., INDRA, R., & MANI, L. (2024). 
Factors Affecting the Distribution of Skincare Products through Brand 
Awareness on TikTok Platform. Journal of Distribution Science, 22(10), 
79–90. https://doi.org/10.15722/JDS.22.10.202410.79 

Lestiyani, D., & Purwanto, S. (2024). Analisis Pengaruh Influencer Marketing dan 
Brand Love terhadap Keputusan Pembelian Produk Skincare Skintific. 
Jurnal Kajian Ekonomi & Bisnis Islam, 5(2), 886–891. 
https://doi.org/1047467/elmal.v5i2.5513 

Nawiyah, N., Kaemong, R. C., Ilham, M. A., & Muhammad, F. (2023). 
PENYEBAB PENGARUHNYA PERTUMBUHAN PASAR 
INDONESIA TERHADAP PRODUK SKIN CARE LOKAL PADA 
TAHUN 2022. ARMADA : Jurnal Penelitian Multidisiplin, 1(12), 1390–
1396. https://doi.org/10.55681/armada.v1i12.1060 

Nurjaya, N., Merdiani, W., Putra, A. N., Dwiwarman, D. A., & Sunarsi, D. 
(2025). The role of brand awareness, digital marketing and electronic word 
of mouth (E-WOM) toward purchase intention on social media: An 
empirical study on Indonesian SMEs. International Journal of Data and 
Network Science, 9(4), 925–936. 
https://doi.org/10.5267/j.ijdns.2024.12.002 

Pandiangan, K., Masiyono, M., & Dwi Atmogo, Y. (2021). FAKTOR-FAKTOR 
YANG MEMPENGARUHI BRAND EQUITY: BRAND TRUST, 
BRAND IMAGE, PERCEIVED QUALITY, & BRAND LOYALTY. 
Jurnal Ilmu Manajemen Terapan, 2(4), 471–484. 
https://doi.org/10.31933/jimt.v2i4.459 

Peña-García, N., Gil-Saura, I., Rodríguez-Orejuela, A., & Siqueira-Junior, J. R. 
(2020). Purchase intention and purchase behavior online: A cross-cultural 



98 
 

 
 

approach. Heliyon, 6(6), e04284. 
https://doi.org/10.1016/j.heliyon.2020.e04284 

Permana, E., Eka Putri, R. S., Alfinda, P. D., & Mardhiyah, M. (2024). Strategi 
Pemasaran Produk Skincare Somethinc Di Kalangan Generasi Z. Jurnal 
Pemasaran Kompetitif, 7(2). https://doi.org/10.32493/jpkpk.v7i2.29289 

Pratama, A. A. N., Hamidi, M. L., & Cahyono, E. (2023). The effect of halal 
brand awareness on purchase intention in indonesia: The mediating role of 
attitude. Cogent Business & Management, 10(1), 2168510. 
https://doi.org/10.1080/23311975.2023.2168510 

Priatama, R., Ramadhan, I. H., Zuhaida, A.-, Akalili, A., & Kulau, F. (2021). 
ANALISIS TEKNIK DIGITAL MARKETING PADA APLIKASI 
TIKTOK (Studi Kasus Akun TikTok @jogjafoodhunterofficial). SOCIA: 
Jurnal Ilmu-Ilmu Sosial, 18(1), 49–60. 
https://doi.org/10.21831/socia.v18i1.40467 

Putri, A. S., & Nurhayati, S. (2024). Pengaruh Algoritma TikTok dan Konten 
Kreatif Pada TikTok Shop Terhadap Keputusan Pembelian. Jurnal Bisnis, 
Manajemen, dan Akuntansi, 11(1), 10–15. 
https://doi.org/10.54131/jbma.v11i1.182 

Rusdi, M. (2019). Strategi Pemasaran untuk Meningkatkan Volume Penjualan 
pada Perusahaan Genting UD. Berkah Jaya. Jurnal Studi Manajemen dan 
Bisnis, 6(2), 83–88. https://doi.org/10.21107/jsmb.v6i2.6686 

Safika S, E. M. (2024). Persepsi Kualitas, Efektivitas Pemasaran, Minat Beli 
Konsumen dan Merek Dalam Peningkatan Penjualan Produk Skincare 
Scarlett. https://doi.org/10.5281/ZENODO.11490063 

Sarimanah, E., Soeharto, S., Dewi, F. I., & Efendi, R. (2022). Investigating the 
relationship between students’ reading performance, attitudes toward ICT, 
and economic ability. Heliyon, 8(6), e09794. 
https://doi.org/10.1016/j.heliyon.2022.e09794 

Sawaftah, D. A., Çalıcıoğlu, C., & Awadallah, R. I. (2020). The relationship 
between viral marketing and consumer purchase intention, the moderator 
role of brand image and age: Evidence from smartphone users in North 
Cyprus. Management Science Letters, 1307–1320. 
https://doi.org/10.5267/j.msl.2019.11.027 

Sugiyono. (2019). METODE PENELITIAN KUANTITATIF, KUALITATIF DAN 
R&D. 

Surianto, Moh. A., Setiawan, M., Sumiati, S., & Sudjatno, S. (2020). Cause-
related marketing campaigns and repurchase intentions: The mediating 
role of brand awareness, consumer attitude and corporate image. 
Management Science Letters, 3235–3242. 
https://doi.org/10.5267/j.msl.2020.6.015 

Taolin, A. J., Kurniawati, M., Aman, D. K. T., & Fanggidae, H. J. (2025). 
PENGARUH CONTENT MARKETING DAN BRAND AWARENESS 
TERHADAP MINAT BELI PRODUK EIGER DI KOTA KUPANG. 

 

 


